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POLLING TRENDS

 63% of Americans believe global warming is 

happening. (Yale/George Mason 2013)

 58% of Americans say they worry a great deal 

or fair amount about global warming. (Gallup 2013)

 54% of Americans saying the effects of global 
warming have already begun. (Gallup 2013)

 49% of Americans think global warming is an 

environmental problem that is causing a serious 

impact now. (CBS News Poll 2013)
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Global warming has 

ranked at the bottom of 

the U.S. public’s policy 

priorities since 1997. 

28% say global warming is 

a top priority (Pew 2013)

PRIORITY



WHY A LOW PRIORITY?



Not Me, not Here and Not Now

Climate Change in the American Mind: Americans’ Global Warming Beliefs and Attitudes in April 2013 9  

!

Global warming is still seen as a relatively distant threat. 

!
 

Over many years of research, we have consistently found that, on average, Americans view climate 

change as a threat distant in space and time – a risk that will affect far away places, other species, or 

future generations more than people here and now. 

 
We still find this same pattern, in which fewer than half of Americans (40%) believe they personally 
will be harmed a “moderate amount” or a “great deal” by global warming. By contrast, half or more 
believe that global warming will harm future generations of people (63%), plant and animal species 
(63%), people in developing countries (55%), people in other industrialized societies (53%), or 
people in the U.S. (52%). 
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Lack of clarity 

around the causes 

of global warming 

gets in the way of 

seeing the right 

action to take. 

The Climate Cognition 

Challenge



+
Manufactured Uncertainty 
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HOW DO YOU MOTIVATE CHANGE?  

1. TENSION: Dissonance between a desired & 
current condition. 

2. EFFICACY: Confidence in one’s capacity to 

reduce the tension. 

3. BENEFITS: Belief that the benefits of new 

behavior are greater than the downsides of 

change. 
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CHALLENGE:
The actor is moving toward a goal and something 

happens. The “challenge” appears.

CHOICE:
The actor must decide what to do or “make a 

choice” and then deal with the outcome of that 

choice. 

OPPORTUNITY: 
“Opportunity” expresses what will get better if we act.



TWO WAYS OF KNOWING: 

INTERPRETATION

Analysis (HOW) Narrative (WHY)

Shared Understanding

Critical Deliberation 

on Experience

Cognitive

Logos

STRATEGY

Storytelling of 

Experience

Affective

Pathos

MOTIVATION

Credit: Marshall Ganz, Harvard Kennedy School.



THE ICEBERG: PUTTING SYSTEMS IN CONTEXT

Daily               
events & 

crisis

Common Focus

Patterns and Trends

Systemic Structures:
Hard: policies, infrastructure

Soft: norms and values 

Thinking: Beliefs, Assumptions 
and Automatic Thoughts 

(Frames)

Vision:
Core beliefs about the world and our place in it

Like an iceberg, the big 
important structure is 

below the surface

Leverage for 
change



Disinterest     Deliberation      Design        Doing        Defend
CHANGE STAGES AND MECHANISMS

Organizational/ 

self-reevaluation
Commitment

Helping relationships

Reinforcement

Substitution

Structural Redesign

Disturbances

Awareness-building

Choice expansion

Emotional Inspiration 

Supportive relationships

Cognitive and Experiential Change Mechanisms

Behavior Change Mechanisms



RECOMMENDATIONS:

1. Redefine Environmental Action



WORLD WILDLIFE FUND:

Earth Hour City Challenge



RECOMMENDATIONS:

2. Embrace diversity



RECOMMENDATIONS:

3. Amplify stories of hope



IOBY: “In our backyard”



RECOMMENDATIONS:

4. Focus on culture 



SING FOR THE CLIMATE



RECOMMENDATIONS:

5. Develop a moral call to action
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CARA PIKE

@Climate Access/@pikecara

cara@thesocialcapitalproject.org

Contact

Thank you!

www.climateaccess.org
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